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STATUS 

1. Claims 1-82 are pending. 

DRAWINGS 

2. This application has been filed with drawings that are considered informal; said drawings 
are acceptable for examination purposes. The review process for drawings that are included with 
applications on filing has been modified in view of the new requirement to publish applications 
at eighteen months after the filing date of applications, or any priority date claimed under 35 
U.S.C. §§119, 120, 121, or 365. 

PROVISIONAL CLAIM REJECTIONS 
3 PROVISIONAL REJECTION MAINTAINED. 

CLAIM REJECTIONS - 35 U.S.C. §101 
4 REJECTIONS MAINTAINED. 

CLAIM REJECTIONS- 35 U.S.C. §1 03(a) 
The text of those sections of Title 35, U.S. Code not included in this action 
can be found in a prior Office action. 
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5. Claims 1-82 are rejected under 35 U.S.C §103( a ) as being obvious over Small 
5,791,991 (8/1 1/1998) (herein referred to as " Small ") in view of De Rafael 6,529,878 
(03/04/2003) [US tfd: 03/19/1999] (herein referred to as " De Rafael ") and further in view 
of Von Kohom US 5,034,807 (7/23/1991) [herein referred to as ("VonKohorn"). 

As per independent claim 1, Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 
1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; 
col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and limitations 
of claim 1 . 

Small lacks an explicit recitation of "a fleeting opportunity to submit the entry 
only after the advertisement has first been displayed to the viewer for a period of time 
without the opportunity to submit an entry . ..." even though Small (the ABSTRACT; 
FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; 
col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
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Rafael (col 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "A method of advertising to a viewer using an 
interactive media system . . . wherein the viewer is offered a fleeting opportunity to 
submit the entry only after the advertisement has first been displayed to the viewer for a 
period of time without the opportunity to submit an entry. ..." 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of targeting . . . advertisements and responding to consumer preferences. . . ." 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
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close attention to ... a commercial, especially if a valuable prize may be won. ..." (see 
Von Kohorn (col. 48, 11. 35-40)). 

As per independent claim 2, Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 
1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; 
col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and limitations 
of claim 2. 

Small lacks an explicit recitation of "a fleeting opportunity to submit at least one 
entry to win the prize . . . wherein the viewer is offered the fleeting opportunity only after 
the advertisement has first been displayed to the viewer for a period of time without the 
opportunity to submit an entry . ..." even though Small (the ABSTRACT; FIG. 1 through 
FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; 
col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
'targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
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product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "A method of advertising to at least one viewer 
using an interactive media system . . . wherein the viewer is offered a fleeting 
opportunity only after the advertisement has first been displayed to the viewer for a 
period of time. . . ." 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . (see 
Von Kohorn (col. 48, 11. 35-40)). 



• 
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As per independent claim 3, Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 
1, 11. 19-35; col 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; 
col. 8, 11. 1-67; col. 9, 11 1-25) shows elements that suggest the elements and limitations 
of claim 3. 

Small lacks an explicit recitation of the advertisement viewing time elements 
and limitations of claim 3, even though Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time, . . . " 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
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product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "A method of advertising to at least one viewer 
using an interactive media system . . . wherein such opportunity is offered to such 
viewer only for a limited period defining a . . . fleeting opportunity," 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial especially if a valuable prize may be won. . . . " (see 
Von Kohorn (col. 48, 11. 35-40)). 
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As per claims 4-21, Small in view of De Rafael and Von Kohorn shows the 
method of claim 3 and subsequent base claims depending from claim 3. (See the 
rejection of claim 3 supra ). 

Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37- 
67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col 7, 11 1-67; col. 8, 11. 1-67; col. 9, 11. 
1-25) in view of De Rafael (col. 7, 11. 47-62) shows elements that suggest the elements 
and limitations of claims 4-21. 

Small lacks an explicit recitation of the elements and limitations of claims 4-21, 
even though Small in view of De Rafael and Von Kohorn suggests same. 

De Rafael (col. 7, 11. 47-62 and whole document) discloses "users . . . who viewed 
a certain advertisement . . . within a certain time. . . . " 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have suggested the elements and 
limitations of claims 4-21 by providing means for "an improved consumer product 
promotion method. . . . which provides for effective product promotion with minimal 
expense, and which results in improved efficiency for participating consumer product 
manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50-67; and 
col. 4, 11. 10-15)), and to u ensure that the . . . audience will pay close attention to ... a 
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commercial especially if a valuable prize may be won. . . . " (see Von Kohorn (col. 48, 
11. 35-40)). 



As per independent claim 22, Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 22. 

Small lacks an explicit recitation of the "fleeting opportunity. ..." even though 
Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 
11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) 
suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
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minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity to submit an entry. . . " 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to <( ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . ." (see 



Von Kohorn (col. 48, 11. 35-40)). 



As per independent claim 23, Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
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1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 23. 

Small lacks an explicit recitation of "fleeting opportunity. ..." advertisement 
viewing time elements and limitations of claim 23 , even though Small (the ABSTRACT; 
FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; 
col. 6, 11. 1-67; col. 7, 11 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; arid col. 4, 11. 10-15)). 

VonKohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity, . . ." to submit an entry. 
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Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences. 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to u ensure that the . . . audience will pay 
close attention to . . . a commercial, especially if a valuable prize may be won. ..." (see 
Von Kohorn (col. 48, 11. 35-40)). 

As per claims 24-40, Small in view of De Rafael and Von Kohorn shows the 
method of claim 23 and subsequent base claims depending from claim 23. (See the 
rejection of claim 23 supra ). 

Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37- 
67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 
1-25) in view of De Rafael (col. 7, 11. 47-62) shows elements that suggest the elements 
and limitations of claims 24-40. 
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Small lacks an explicit recitation of the viewing time elements and limitations of 
claims 24-40, even though Small in view of De Rafael suggests same. 

Small lacks an explicit recitation of the elements and limitations of claims 24-40, 
even though Small in view of De Rafael suggests same. 

De Rafael (col. 7, 11 47-62 and whole document) discloses "users . . . who viewed 
a certain advertisement . . . within a certain time. . . . " 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have suggested the elements and 
limitations of claims 24-40 by providing means for "an improved consumer product 
promotion method. . . . which provides for effective product promotion with minimal 
expense, and which results in improved efficiency for participating consumer product 
manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50-67; and 
col 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity. ..." to submit an entry. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
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means of "targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . . " (see 
Von Kohorn (col 48, 11. 35-40)). 

As per independent claim 41, Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 41. 

Small lacks an explicit recitation of the "fleeting opportunity. . " advertisement 
viewing time elements and limitations of claim 41 , even though Small (the ABSTRACT; 
FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; 
col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
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skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4,11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity. . . " to submit an entry. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences. . . ." 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
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close attention to ... a commercial, especially if a valuable prize may be won. . . . " (see 
Von Kohorn (col. 48, 11. 35-40)). 

As per claims 42-59, Small in view of De Rafael and Von Kohorn shows the 
system of claim 41 and subsequent base claims depending from claim 41 . (See the 
rejection of claim 41 supra ). 

Small (the ABSTRACT; FIG. 1 through FIG. 8; col 1, 11. 19-35; col. 2, 11. 37- 
67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; col 8, 11. 1-67; col. 9, 11. 
1-25) in view of De Rafael (col. 7, 11. 47-62) shows elements that suggest the elements 
and limitations of claims 42-59. 

Small lacks an explicit recitation of the "fleeting opportunity. ..." viewing time 
elements and limitations of claims 42-59, even though Small in view of De Rafael 
suggests same. 

De Rafael (col. 7, 11. 47-62 and whole document) discloses "users . . . who viewed 
a certain advertisement . . . within a certain time. . . . " 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have suggested the elements and 
limitations of claims 42-59 by providing means for "an improved consumer product 
promotion method. . . . which provides for effective product promotion with minimal 
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expense, and which results in improved efficiency for participating consumer product 
manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50-67; and 
col. 4,11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity. . . ." to submit an entry. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of targeting . . . advertisements and responding to consumer preferences. 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . . " (see 
Von Kohorn (col. 48, 11. 35-40)); furthermore, 

Official Notice is taken that both the concepts and the advantages of the elements 
and limitations of claims 42-59 were well known and expected in the art at the time of the 
invention. It would have been obvious to a person of ordinary skill in the art at the time 
of the invention to include the elements and limitations of claims 42-59, because such 
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inclusion would have provided means of "targeting . . . advertisements and responding 
to consumer preferences. . . ." (see De Rafael (col. 3, 11. 40-45) and would have provided 
means for "an improved consumer product promotion method. . . . which provides for 
effective product promotion with minimal expense, and which results in improved 
efficiency for participating consumer product manufacturers and enhanced interest for 
consumers. " (see Small (col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to <( ensure that 
the . . . audience will pay close attention to ... a commercial, especially if a valuable 
prize may be won. . . . " (see Von Kohorn (col. 48, 11. 35-40)). 

As per independent claim 60, Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 60. 

Small lacks an explicit recitation of the "fleeting opportunity. ..." time 
elements and limitations of claim 60, even though Small (the ABSTRACT; FIG. 1 
through FIG 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 
11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
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skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity. . . time elements. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
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close attention to ... a commercial, especially if a valuable prize may be won. ..." (see 
Von Kohorn (col. 48, 11. 35-40)). 

As per independent claim 61 Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 6 1 . 

Small lacks an explicit recitation of the "fleeting opportunity . . . ." time 
elements and limitations of claim 61, even though Small (the ABSTRACT; FIG. 1 
through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 
11 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
'targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
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product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity. ..." time elements and 
limitations. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . . " (see 
Von Kohorn (col. 48, 11. 35-40)). 
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As per claims 62-72, Small in view of De Rafael and Von Kohorn shows the 
system of claim 6 1 and subsequent base claims depending from claim 6 1 . (See the 
rejection of claim 61 supra ). 

Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37- 
67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 
1-25) in view of De Rafael (col. 7, 11. 47-62) shows elements that suggest the elements 
and limitations of claims 62-72. 

Small lacks an explicit recitation of the viewing time elements and limitations of 
claims 62-72, even though Small in view of De Rafael suggests same. 

De Rafael (col. 7, 11. 47-62 and whole document) discloses "users . . . who viewed 
a certain advertisement . . . within a certain time. . . . " 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have suggested the elements and 
limitations of claims 62-72 by providing means for "an improved consumer product 
promotion method. . . . which provides for effective product promotion with minimal 
expense, and which results in improved efficiency for participating consumer product 
manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50-67; and 
col. 4, 11. 10-15)). 
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Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "a fleeting opportunity. . . ." time elements. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences, . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be worn . . . " (see 
Von Kohorn (col 48, 11. 35-40)). 

As per independent claim 73, Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 73. 

Small lacks an explicit recitation of the "fleeting time. ..." elements and 
limitations of claim 73, even though Small (the ABSTRACT; FIG. 1 through FIG. 8; 
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col. 1, 11 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11. 10-15)); furthermore, 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows "fleeting opportunity. . . ." time elements. 

Von Kohom proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of 'targeting . . . advertisements and responding to consumer preferences. . . . " 
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(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method, . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . (see 
VonKohorn (col. 48, 11 35-40)). 

As per independent claim 74, Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col 6, 11. 1-67; col. 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) shows elements that suggest the elements and 
limitations of claim 74. 

Small lacks an explicit recitation of the "fleeting time. . . " elements and 
limitations of claim 74, even though Small (the ABSTRACT; FIG. 1 through FIG. 8; 
col. 1, 11. 19-35; col. 2, 11. 37-67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col 7, 11. 
1-67; col. 8, 11. 1-67; col. 9, 11. 1-25) suggests same. 

De Rafael (col. 7, 11. 47-62) discloses "users . . . who viewed a certain 
advertisement . . . within a certain time. ..." 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
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teachings of Small because such combination would have provided means of 
"targeting . . . advertisements and responding to consumer preferences. . . . " (see De 
Rafael (col. 3, 11. 40-45) and would have provided means for "an improved consumer 
product promotion method. . . . which provides for effective product promotion with 
minimal expense, and which results in improved efficiency for participating consumer 
product manufacturers and enhanced interest for consumers. " (see Small (col. 3, 11. 50- 
67; and col. 4, 11 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows the "fleeting opportunity. . . ." time elements. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of targeting . . . advertisements and responding to consumer preferences. . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . (see 
Von Kohorn (col. 48, 11. 35-40)). 
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As per claim 75, Small in view of De Rafael and Von Kohorn shows the system 
of claim 66. (See the rejection of claim 66 supra ). 

Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11 37- 
67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 
1-25) in view of De Rafael (col. 7, 11. 47-62) shows elements that suggest the elements 
and limitations of claim 75. 

Small lacks an explicit recitation of the "fleeting opportunity. . . " time 
elements and limitations of claim 75, even though Small in view of De Rafael suggests 
same. 

De Rafael (col. 7, 11. 47-62 and whole document) discloses "users . . . who viewed 
a certain advertisement . . . within a certain time. 

DeRafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have suggested the elements and 
limitations of claim 75 by providing means for "an improved consumer product 
promotion method. . . . which provides for effective product promotion with minimal 
expense, and which results in improved efficiency for participating consumer product 
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manufacturers and enhanced interest for consumers. " (see Small (col 3, 11. 50-67; and 
col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows the "fleeting opportunity. ..." time elements. 

Von Kohorn proposes "fleeting" time modifications that would have applied to 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of targeting . . . advertisements and responding to consumer preferences, . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11 50-67; and col. 4, 11. 10-15)), and to (< ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . . " (see 
Von Kohorn (col. 48, 11. 35-40)). 

As per claims 76-77, Small in view of De Rafael and Von Kohorn shows the 
method/system of claims 1-75 and subsequent base claims depending from claims 1-75. 
(See the rejection of claims 1-75 supra ). 
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Small (the ABSTRACT; FIG. 1 through FIG. 8; col. 1, 11. 19-35; col. 2, 11. 37- 
67; col. 3, 11. 1-50; col. 5, 11. 1-67; col. 6, 11. 1-67; col. 7, 11. 1-67; col. 8, 11. 1-67; col. 9, 11. 
1-25) in view of De Rafael (col. 7, 11. 47-62) shows elements that suggest the elements 
and limitations of claims 76-77. 

Small lacks an explicit recitation of "fleeting opportunity. . . time elements 
and limitations of claims 16-11, even though Small in view of De Rafael suggests same. 

De Rafael (col. 7, 11. 47-62 and whole document) discloses "users . . . who viewed 
a certain advertisement . . . within a certain time. . . . " 

De Rafael proposes advertisement viewing time modifications that would have 
applied to the teachings of Small . It would have been obvious to a person of ordinary 
skill in the art at the time of the invention to combine the disclosure of De Rafael with the 
teachings of Small because such combination would have suggested the elements and 
limitations of claims 76-77 by providing means for "an improved consumer product 
promotion method. . . . which provides for effective product promotion with minimal 
expense, and which results in improved efficiency for participating consumer product 
manufacturers and enhanced interest for consumers, " (see Small (col. 3, 11. 50-67; and 
col. 4, 11. 10-15)). 

Von Kohorn (the ABSTRACT; FIG. 15; col. 48, 11. 35-44; and col. 57, 11. 5-13) 
in view of Small and De Rafael shows the "fleeting opportunity. . . ." time elements. 

Von Kohorn proposes "fleeting" time modifications that would have applied to . 
the teachings of Small . It would have been obvious to a person of ordinary skill in the 
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art at the time of the invention to combine the disclosure of Von Kohorn with the 
teachings of Small and De Rafael because such combination would have provided 
means of "targeting . . . advertisements and responding to consumer preferences, . . . " 
(see De Rafael (col. 3, 11. 40-45) and would have provided means for "an improved 
consumer product promotion method. . . . which provides for effective product promotion 
with minimal expense, and which results in improved efficiency for participating 
consumer product manufacturers and enhanced interest for consumers. " (see Small 
(col. 3, 11. 50-67; and col. 4, 11. 10-15)), and to "ensure that the . . . audience will pay 
close attention to ... a commercial, especially if a valuable prize may be won. . . (see 
Von Kohorn (col 48, 11. 35-40)). 

Independent claim 78 is rejected for substantially the same reasons as independent 
claim 1 . 

Independent claim 79 is rejected for the same reasons as independent claim 1 . 

Independent claim 80 is rejected for substantially the same reasons as independent 
claim 1. 
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